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For over 20 years, eMarketer, an Insider
Intelligence brand, has been trusted by
CMOs as the most comprehensive
source of information on how to operate
in a digital world, offering transparently
sourced and vetted data from thousands
of sources that provide unparalleled
insight into changing consumer
behaviors.

eMarketer is an indispensable resource
for influential brand marketers, agency
executives and publishers. They
consume eMarketer media regularly for
quick and easy access to the objective
information they need to make better,
more informed business decisions.

eMarketer is also relied upon as a top
B2B performance marketing vehicle for
generating awareness, distributing
thought leadership and driving demand.

eMarketer's media is relevant to our
readers. As our editorial sets the stage
for an informed conversation about the
state of digital transformation,
advertising messages are
complementary. eMarketer provides the
what, where, when and why—while
advertisers contribute the who and how.
Together, we complete the educational
journey for our audience.

Channels/Tactics US B2B Marketers Feel

Will Contribute Most to Business Growth
% of respondents

Content marketing 44%

Website/landing page 38%

Social media 37%

31%

Partnerships 28%

Account-based marketing 24%

Events 22%

Video marketing 19%

Influencer marketing 17%

Display advertising 14%

Mobile/SMS 13%

11% Public relations

10% Print advertising

Note: in the next year
Source: Act-On and Ascend2, "The B2B Perspective on Multi-Channel Marketing," July 27,
2022

278157 eMarketer | Insiderintelligence.com

From custom content and live video sponsorships to display,
email, content syndication and ABM programs, eMarketer
offers advertisers a trusted environment to execute top
performing B2B marketing tactics -- backed by analyst
research, forecasts, data, and insights.
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Audience Demos

Marketers That Matter to You Rely on eMarketer

c Have Buying Power Budget Authority

82% Specify and/or 83% Top Executives &
authorize purchases Management
Agency Brands
Interest in Your Solutions And Dollars to Invest
82% Marketing/Advertising/  21% Revenues of $1b+
Medi Tochnal Analytics/CX/Ecommerce/ 41% Revenues of $10m-$999m
edia echnology Product Management/

38% Revenues up to $10m

*of those who reported revenue

Strategy functions

Other

*Demos based on Annual Visitor Survey, 2022
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Around the Globe

eMarketer Matters to Marketers

450,000+ 420,000+ () 66,000+

monthly unique total newsletter average plays
site visitors subscribers per month

Social Media Followers

287.6K

n 82.1K
in

34.5K
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ﬂsga.m.mz;k;mfomm Hemm FYI (dedicated email)
253,000 WW subscribers

130,000+ NA subscribers
100% or 25% SOV. Deliver your
message directly to your target
audience. Highly effective for lead
generation. Region, country, industry,

or ABM targeting also available. Plus,
FYI Spotlights with 25% SOV.

“eMarketer Retail FYT"is part of your subsc Marketer Retail News!

Broad Reach Programs

eMarketer Daily Newsletter
125,000+ subscribers

The flagship newsletter delivers data and insight into
the digital transformation of media and marketing.

Chart of the Day Newsletter

20,000+ subscribers . I— SE
Daily chart packed with data and key statistics on the : : ':m‘:’?;i‘::li"m:;x't';;e;::
biggest trends in today’s most disruptive industries. B : o 2022-2025

Learn how to create impactful ad campaigns

Behind the Numbers Podcast

66,000+ average monthly plays
This daily podcast helps listeners make sense of the ever-
changing worlds of digital media, marketing, advertising and S &
technology. We keep our audience up to date, provide thought mesmeorecommare  wwgnn] oo e
provoking analysis and have a little fun along the way. = i

Measurement has Drive More Revenue
Il behit

Display Advertising
450,000+ monthly unique visitors
Reach our audience where they engage with il

research, forecasts, articles, charts across our site e

and SOClal Channe|S (See examD|e). ROS, Geo, Sonsistentgrowthincloudspendingdefiesthe
Category, and Domain/ABM targeting available.

ntent and influencer partnerships

Rakuten
Advertising

TODAY'S WEBINAR:
Which Apps Are Winning

a
for Marketers?
@ i Lie:Spember 0t
'3 H Avi nding
Join eMarketer's Analyst Webinar with Yory

BRANDING & AWARENESS INSIDER | cMarketer
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https://www.emarketer.com/content/podcast-will-google-ever-slow-down-tv-measurement-wars-ctv-viewability-challenges
https://www.insiderintelligence.com/articles

Retail Focused Programs

Retail Daily Newsletter
57,000+ subscribers

Daily trends and forecasts into retail, ecommerce, and the
major players in the industry. This number-based newsletter
provides quick and actionable insights to our readers.

Retail FYI (dedicated email)
86,000 WW subscribers

50,000 NA subscribers

100% or 25% SOV. Deliver your message directly to our retail
and ecommerce audience. Highly effective for lead
generation. Region, country, or ABM targeting also available.
Plus, FYI Spotlights with 25% SOV.

Reimagining Retail Podcast
9,100+ average monthly plays

A weekly podcast that delves into retail’'s convergence with every part of our
lives and every part of the digital media ecosystem—from retail mediaand [ -
social commerce to the relationship between digital and physical commerce. |

0o
'

Display Advertising

450,000+ monthly unique visitors

Large SOV within the Retail and Ecommerce category.
Geo and Domain/ABM targeting available.

TARGETED REACH

See the 5 trends
facing marketers @
working from
anywhere.

& LTK

Gen Z Whitepaper:
How to unloc
spending power

nnnnnnnnnnnnnnnnnnnnn

Gen Z has emerged as a powerfu
and for brands looking to take
power, understanding how this ger

hops is key.

90% of Gen Z follow Creators on
social channels, and they trust Creators mor
than any other digital placement.

Check out LTK's Gen Z Whitepaper for the latest insights on
developing an effective marketing strategy for Gen Z shoppers.

all things Gen Z shoppers, including:

Discover Why Retailers Are

Prioritizing Omni-Channel
Acceleration

Download Now

blueconic

COMING UP.
2023 Tech Trends for
Marketers

eMarketer RETAIL FYI SPOTLIGHT

Preavom
Retail's Utimate Guide to
Customer Data Pl

latforms

Must-See Guide to CDPs
for Retail

COMING UP:
How to Start Building
Customer Loyalty at the
Login Box
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https://www.emarketer.com/content/podcast-reimagining-retail-amazon-fresh-s-disruption-of-grocery-its-ambitions-retail-media
https://www.insiderintelligence.com/articles/topics/retail-ecommerce

Audience Deep Dive

Retail, Commerce & CPG Brands

wiLLIAMS-SONOMA  HERSHEY @ TJX ESTEE LAUDER

THE HERSHEY COMPANY

& *
& sltial?seral m BBEUSY-I- N O R DST RO M * mQC\/S
mazZon
IKEA @\ &
s ' PEPSICO Walmart
[/
TOMMY @ HILFIGER
s B3 Carter 5 Sample Titles
@Afz ;:" Chief Brand Officer
Crate&Barrel ‘{ €55 KOHLS Chief Ecommerce Officer
‘ \ N,anw Chief Marketing Officer
adidas EVP Marketing & Merchandising
PS };f Executive Director, Ecommerce
m eb waylalr Head of Advertising Monetization
SezaN Director of Customer Experience
@\“ Director Digital Transformation
Nestle ILVMH f HIJEIDO G A I] B!rector Marketing Strategy
irector Consumer Insights & Engagement

TARGETED REACH INSIDER | cMarketer
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Financial Services Focused Programs

Banking & Payments Newsletter
75,000+ subscribers

Stay ahead of digital transformation in banking, fintech, payments,
and more with leading insights from our research team.

INSIDER

Financial Services FYI (edicated email)
119,000 WW subscribers
35,000 NA subscribers

100% or 25% SOV. Deliver your message directly to our financial

services audience. Highly effective for lead generation. Region,
country, or ABM targeting also available.
Plus, FYI Spotlights with 25% SOV.

The Banking & Payments Show Podcast e

1,100+ average monthly plays
Semi-monthly podcast covering the landscape of digital banking,
cryptocurrency, fintech, payments, insurance, and more.

financial marketing?

What financial brands need to know to
market successfully today

s the economic outiook shifts weekly, the impulse to pause financial institution
F1) marketing outreach is understandable. Resist it

ey (A [ i

.| The Value of Slack for COMING UP:
Marketers Political TV Advertising

Display Advertising
450,000+ monthly unique visitors

Large SOV within the Financial Services category. Geo and
Domain/ABM targeting available.

experience ot ludes
co
Lot Register Now

- slack

TARGETED REACH
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https://www.insiderintelligence.com/content/podcast-banking-payments-show-will-real-time-payments-overtake-cash-checks
https://www.insiderintelligence.com/articles/topics/financial-services

Audience Deep Dive

Financial Services Brands

BANK OF AMERICAZZ || MetLife Goldman Capita/lOne, Klarna.

Sachs
W BARCLAYS P PayPal WELLS ~
FARGO I BANK OF CANADA
& Santander et BANQUE DU CANADA
LRR[P Fannie Mae ,
StoneX :
JPMORGAN - " or Freddie
M\ w
YN USAA CHASE & CoO.
Sample Titles
% Chief Marketing Officer
PROGRESSIVE & MassMutudl Chief Revenue Officer
AVP, Member Experience
AVP, Product Strategy
PEADVEYR%L VP of Advertising
Nationwide’ ““" Credit Union. VP of Digital Marketing
NYSE mastercard VP of Payments
. Consumer Banking Head
\/ Director of Customer Experience
C%:@ Northwestern Mutual I\/Iorgan Stan l.ey VISA Senior Director of Marketing

TARGETED REACH INSIDER | oMarketer
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Introducing Studio

eMarketer is the only B2B digital publication that allows
advertisers to align your brand with relevant analyst research,
forecasts, data and interviews. We give advertisers the media
platform to build thought leadership. And now, we are offering
full-service creative productions from Studio ii.

Studio ii offers a wide range of video and content creation, to
include live webinars, surveys, custom research, immersive
storytelling, social video teasers, infographics, professionally
produced video or editorial interviews, as well as other
exclusive content to help you move leads through the funnel.

Produced by our editorial experts and backed by leading
industry data, Studio ii products are designed to drive results,
increase engagement and build loyalty with your target
audience.

Content Types That Produced the
Best Results According to B2B
Marketers Worldwide, July 2022

% of respondents

In-person events
48%

Virtual events/webinars/online courses
47%

Research reports
46%

Ebooks/white papers
43%

Short articles/posts (less than 1,500 words)

39%
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36%
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36%

Long articles/posts (more than 1,500 words)

32%

Podcasts and other audio content

21%

Infographics/charts/data visualization/3D models
20%

Livestreaming content

19%

Print magazines or books
18%

Note: in the past 12 months

Source: Content Marketing Institute (CMI), MarketingProfs, "12th Annual B2B Content
Marketing Benchmarks, Budgets, and Trends: Insights for 2022" sponsored by ON24, Oct
19,2022

279946 eMarketer | Insiderintelligence.com
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Native Videos & Articles Native Article

A sponsored byline within the editorial environment of
Native Video one of our newsletters. Submit a timely whitepaper,
U thought leadership article, case study, etc.

A sponsored video within the editorial environment of
one of our four newsletters. Submit a three-to five- HEREE o
minute script to Studio ii, and we'll work with you to

. . The evolution of podcast advertising: What's
ensure your content captivates our audience. next for marketers? | Sponsored Content

This sponsored article was contributed by Spotify Advertising.

New to podcast advertising? O ooty
o ™

Learn s st e vt o poc et mackts

| [ ~ 0000

The marketer's superpower: Building :
community | Sponsored Content T ey oMarketrDaily

This sponsored video was contributed by Meta.

Video by Danlel Carid |

@i
The podcast
revolution is here

Advance Your Business With Community o Metq e T g

Learn how by downloading our Community for Brands playbook P ——

2004-2012: Digital formats, analog acvortising

w 0000 e

Topics

SOCIAL MEDIA MARKETING 3

ETING WORLDWIDE

Gone are the days of one-way communication with brands. Consumers want
to be heard by, connected with, and supported by brands that show how New to podcast marketing?
much they value their customers. Learn why community-building is much actng

more than a marketing or social media tactic.

Watch this video, featuring Metas John Cantarella, vice president, community

and scaled partnerships, as he explains how fostering a community can give Community for

brands of any size a competitive edge because of how the relationships built Brands Playbook

over time can be leveraged for engagement and growth. In his role at Meta,

Cantarella leads a team that helps leaders, creators, and brands—including

The evolution of podcast
Airbnb and Tonal—with their community strategy across Instagram and Want more research? advertising: What's next for
marketers?

Facebook. ‘The evolution of podcast
advertising: What's next for
marketers?

Sign up for the eMarketer Dally
Newsletter.

ADVERTISEMENT

Learn How C ity Can Drive B

business goals from customer support to acquisition. We created our Community

for Brands playbook to showcase why it's important for organizations to invest in

community and share best practices to help you succeed. e Amazon, NECUniversal take =
toduct placement o another fevel 22

Vi ad formats unvered at

Newkronts

Download the playbook today.

POSITION & INFLUENCE INSIDER Marketer
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https://www.insiderintelligence.com/content/how-ebay-ads-create-more-satisfying-successful-shopping-experience-it-s-data-sponsored-content?utm_source=Newsletter&utm_medium=Email&utm_campaign=eDaily%203.31.2023&utm_id=eDaily%203.31.2023&utm_term=eMarketer%20Dail
https://www.insiderintelligence.com/content/effectively-target-your-ideal-digital-audiences?utm_source=Newsletter&utm_medium=Email&utm_campaign=eDaily%203.28.2023&utm_id=eDaily%203.28.2023&utm_term=eMarketer%20Daily&utm_content=eDaily%203.28.2023

Guaranteed Programs Interactive Quiz

Packed with industry data, volumes of
branding, and social share stickiness.

Content Syndication

Promote an exclusive, downloadable asset, with eMarketer
to guarantee leads from your target audience

71 terminus

30%

For companies with
mature ABM programs,
"lead generation" is:*

- °

11 terminus
_) #1 most important priority
Dear Nancy, _
) #2 mostimportant priority
There's no faster growing ad channel than connected TV (CTV). CTV ad spend
will exceed $14.4 billion in the US in 2021, per eMarketer's latest forecast.
Download this complime:

D #3most important priority

y MNTN, to learn more.

) Not a top priority
Enjoy the read,
eMarketer Editors

For mature ABM
programs, leads just

CTV advertising has changed how brand
ability to target specific audiences—mu:
channel—is a major reason why. But with|
S0 many ways to slice it. knowing where
learn:

aren’t thatimportant.

« The most prevalent first-, second

- -
including summaries on what the| i1 terminus

they're useful Your Guide to CTV EoWnIond oW
« The strategies that pair best with Audience Data First Name I““gfll E sEch . eMarketer

audiences to nurturing known pr GG This eMavem—a——— Content made Not a tOp p rio I'ity
« Why a programmatic, audience-1

touchpoints vs. more traditional e Company: While lead generation will

Emai always be important,
companies who've built

Job Title: sophisticated ABM programs
i don’t rely on lead generation as
a top priority for their
- Select Country - v] _rparkgtingéeam, e]a((l:Acgl\rAding to
ap—— - erminus’ State o | report.
* The most prevalent first-, second-, and third- “p Coce ! nStead 3 they fOCUS thel r'sa les
party audience sources, including summaries Number of employees at company? ~| and marketing efforts
e s, BRI MY, exclusively on target accounts.

Monthly CTV/OTT advertising spend ~|

« The strategies that pair best with each data
Poratsg Ko ProSpects found n your CAM. e e e ST

« Why a programmatic, audience-first approach and more.
can unlock more touchpoints vs. more
traditional TV advertising methods.

Enjoy this educational white paper, compliments of:

A mntn

10 receive marketing communications

We care about your privacy. See our privacy policy
below,

We care about your privacy, see our pivacy.policy.

PROMOTE YOUR CONTENT INSIDER Marketer
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https://on.emarketer.com/ContentSyndication-20220824-MNTN_New-Bus-Reg-Page.html?Source=FP-HTML-Mailing
https://quiz.emarketer.com/Salesforce-Marketing-Intelligence-Quiz-September-2022

1 Leverage sought after research and editorial, covering
Co ntent spo nsorSh ! ps trending topics with 100% share of voice.

Immersive Storytelling

Analyst Reports

INSIDER | eMarketer
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Al in Customer
Experience

ACYIOM

e s acxomcom xremence uaTrEn T T
I T 1
. i i
DIGITAL
Snapshots e e
ot .

BROADMWAY

T0
DECEPTION I'I

See a small example of what we can do, click to travel through Trustopolis, where eMarketer's
“Digital Trust Benchmark Report” comes to life across media channels.

FlL.eM  2457M 236.3M

US TV Usage and %
Ad Spend Snapshot % i g

Plus

Roundups, StatPacks. Lookbooks, Industry Insights, Top
Charts & More

Also Available Custom Content Creation

INSIDER
LEAD WITH ANALYST CONTENT JINSIDER | o Marketer



https://on.emarketer.com/rs/867-SLG-901/images/eMarketer%20Snapshot_What%27s%20Behind%20Connected%20TV%27s%20%2421%20Billion%20Ad%20Spending%20Boom%3F.pdf
https://on.emarketer.com/rs/867-SLG-901/images/eMarketer%20Gen%20Z%20and%20Banking%20Report%202023.pdf
https://on.emarketer.com/rs/867-SLG-901/images/eMarketer%20Strategies%20for%20Winning%20During%20a%20Downturn%20Roundup.pdf
https://on.emarketer.com/rs/867-SLG-901/images/eMarketer%20The%20Great%20Realignment%20StatPack.pdf
https://on.emarketer.com/rs/867-SLG-901/images/eMarketer_Digital%20Ad%20Trends%20Lookbook_Dec%202022%20Final.pdf
https://on.emarketer.com/rs/867-SLG-901/images/eMarketer%20Industry%20Insights_%20Shoptalk_March%202023.pdf
https://view.ceros.com/interactive-content/emarketer-trustopolis/p/1
https://view.ceros.com/interactive-content/emarketer-trustopolis/p/1

Meet the Analyst

Content created and presented live by an eMarketer analyst and
featuring an executive representative of your brand. The webinar
covers industry-leading research and insights on a subject area of
interest to the sponsor and their target audience.

Live Video Webinars

Tech-Talk

Moderated by eMarketer, the webinar features
content created and presented by sponsor.

INSIDER

............

3 [ f ng the Modern
‘eMarketer 4 '

Marketing Tech Stack
Tech-Talk Webinar | June 23 at 2pm ET

Unlock New Growth Opportunities

Made possivi by

with Social Commerce
Sponsored content by () MARINONE &') “
=\ (4>
- \\‘ - @9
‘Samuel Larson Elizabeth Kennedy 4
MarnSofars  MarSoftvare Y

at US social commerce sales will top $56 billon. a 23%

° Defining the Modern Marketing Tech Stack
ate .
. Do you have a plan to be a part of this opporiunity?

Today’s marketers rely on a suite of evolving technologies to power their marketing. In this Meet the Analyst Webina
principal analyst, shared findings about the state of marketing and advertising technology investments by today’s or
specifically at how marketers are structuring and evolving their tech stacks.

REACH & ENGAGE
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https://emarketer.brandlive.com/Identity-Resolution/en
https://emarketer.brandlive.com/Boring2Boring--Where-Brands-Go-Wrong-With-B2B-Video-Marketing/en

Events
In-Person Events

. . Hosted at eMarketer’'s HQ in Times Square and
Virtual Summits featuring analysts and industry experts.

Attention!, an eMarketer Summit, are held quarterly and =TT =
led by eMarketer's trusted analysts and key experts from ‘ :
the marketing community.

INSIDER
INTELLIGENCE ‘ eMarketer

Attention!

Trends and Predictions for 2023

Date: December 9, 2022
Time: 11am ET / 8am PT Register Now

2023 will be a year of change for marketing, commerce, and

advertising. Is your team ready? Welcome back, Nancy Taffera-santos! Not You?

) ) You can opt-out of eMarketer malings at any time.
The summit offers a half-day of analyst research and forecasts on topics 8 o ion Wil b Sharsd ot i T wvort

“Attention! Trends and Predictions for 2023, an /Insider
virtual summit, will help prepare decisi kers in advertising, g, and
media to win in an uncertain environment.

Bring an Expert to your Event
eMarketer analysts are available to present at your events,
whether they be live or virtual. We also offer webinar hosts.

INSIDER Marketer

REAL TIME ENGAGEMENT
INTELLIGENCE



https://emarketer.brandlive.com/Attention-March2023/en/home

Sample Advertisers

AcYioM A\ Adobe acoustic affirm) Dlueconic

channel  *experion Google INMOBI  OQ Meta
R __II-
-MERKLE M mntn B okta pwe (I\%ga?;um

WQuotient LD N sHopLazIn SKai  © spotify

Y ADVERTISING
& @ " SOLUTIONS
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b WELL
Walmart FARG(S)
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@
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Who We Are

Results-driven team of
seasoned digital media experts
committed to designing
successful solutions for clients
using eMarketer’s powerful
multimedia channels.

For more info, contact:
advertising@emarketer.com

Nancy Taffera-Santos
Senior Vice President,
Media Solutions & Strategy

Elizabeth O’'Connor
Senior Director,
Media Solutions & Strategy

Adrienne Skinner
Senior Director,

j Media Solutions & Strategy

Jacqueline Grace
Associate,
Media Solutions & Strategy

Ina Gottinger
Vice President,
Media Solutions & Strategy

Kristen Riebesell
Senior Director,
Media Solutions & Strategy

Hayat Adem
Customer Success,
Media Solutions & Strategy

Cody Helms
Associate,
Media Solutions & Strategy

ust ask! We thrive on service and creativit INSIDER
J y INTELLIGENCE Marketer
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